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ABSTRAK 
 
Penelitian ini bertujuan untuk mengetahui pengaruh impulse buying 
terhadap compulsive buying tendency serta feeling regret after a purchase. 
Populasi yang menjadi sasaran dalam penelitian ini adalah konsumen yang 
pernah berkunjung dan berbelanja di GIANT Surabaya minimal tiga kali 
dalam satu tahun terakhir. Teknik analisis yang digunakan adalah Structural 
Equation Modeling (SEM). 
Penelitian ini menggunakan satu variabel independen, yaitu impulse 
buying, serta dua variabel dependen yaitu compulsive buying tendency dan 
feeling regret after a purchase. Hasil dari penelitian ini adalah (1) impulse 
buying berpengaruh terhadap compulsive buying tendency, (2) compulsive 
buying tendency berpengaruh terhadap feeling regret after a purchase. 
 
Kata kunci: impulse buying, compulsive buying tendency, feeling regret 
after a purchase, GIANT, SEM 
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THE EFFECT OF IMPULSE BUYING ON COMPULSIVE BUYING 
TENDENCY AND FEELING REGRET AFTER A PURCHASE  
ON GIANT SURABAYA 
 
 
ABSTRACT 
 
 
 
This study aims to determine the effect of impulse buying on 
compulsive buying tendency and feeling regret after a purchase. The 
targeted population in this study are costumers at least three times in the 
past year have visited and shopped in GIANT Surabaya . The analysis 
technique used is the Structural Equation Modeling (SEM). 
This study uses one independent variable, that is impulse buying, 
while the dependent variables are the compulsive buying tendency and 
feeling regret after a purchase.The result of this study is (1) impulse buying 
has a significant impact to compulsive buying tendency, (2) compulsive 
buying tendency has a significant impact to feeling regret after a purchase. 
 
Keywords: impulse buying, compulsive buying tendency, feeling regret 
after a purchase, GIANT, SEM 
 
